sponsorships are found in texts on marketing communication (Dibb et al., 1994; Adcock, Bradfield, Halborg & Ross, 1995; Wilmshurst 1995; Siegel, 1996 There is also lack of consensus on the correct terminology with regards to sport (singular) or sports (plural) marketing, which further confuses the issue. In this paper the term sport marketing (without an 's) is preferred. Mullin, Hardy and Sutton (1993) argue that "sports marketing" tends to characterise the industry as a mass of Sport marketing as a theoretical construct has many confusing alternatives. Pitts and Stotlar (1996) state that "academicians
have not yet agreed on what sport marketing is". Some texts create the impression that sport marketing equals sport sponsorship while uncertainty exists as to whether a unique sport-related marketing mix applies or whether sport marketing is an application from basic marketing such as retail marketing.
TOWARDS A DEFINITION OF SPORT MARKETING
commonality. The singular form is therefore preferred because all sport segments should be regarded as a homogeneous entity.
The first definition of sport(s) marketing was coined by Kesler (1979) Solomon & Stuart (1997) mentioned sport marketing (albeit very briefly). In journals and periodicals authors such as Thwaites (1995 ), Furlong (1994 and Meenaghan (1996) (1994) focuses very heavily on the management of sport sponsorships. Some of the authors such as Brooks (1994) (strategic sponsorship planning), Schaaf (1995) and Schlossberg (1996) do not really identify a structured sport marketing strategy, programme or mix. Stotlar (1993) supports the orthodox marketing mix but only Mullin et al (1993) extend the traditional marketing mix to specify a sport-related marketing mix. Shilbury et al (1998) is the only authors with a strategic sport marketing approach. Shank (1999) extends his approach to cover strategic marketing applications to sport marketing. Pope and Turco (2001) apply the traditional marketing mix to events and do not identify a sport marketing mix.
Evans, James and Tomes (1996) summarise sport marketing as:
• the use of sport as a promotional vehicle for consumer and industrial goods and services;
• the marketing of sports products, (1994) discusses event sponsorship as a PR activity. Kotler (1994) identifies the sponsoring of a sport event as a major marketing public relations (MPR) tool. Zikmund and d'Amico (1996) view event sponsorship as a publicity generating and image-building exercise.
It is therefore surmised from the above that there is a dire need for literatures in this vital area. African academics should produce marketing, marketing communication, sport marketing and sport sponsorship textbooks that serve the needs of African sport.
Sport marketing as a theoretical construct has many confusing altematives. Pitts and Stotlar (1996) state that "academicians
There is also lack of consensus on the correct terminology with regards to sport (singular) or sports (plural) marketing, which further confuses the issue. In this paper the term sport marketing (without an 's) is preferred. Mullin, Hardy and Sutton (1993) argue that "sports marketing" tends to characterise the industry as a mass of uncoordinated segments without commonality. The singular form is therefore preferred because all sport segments should be regarded as a homogeneous entity.
The first definition of sport(s) marketing was coined by Kesler (1979) (Mullin, Hardy & Sutton, 1993; Mullin, Hardy, & Sutton, 2000; Blackshaw & Hogg, 1993; Stotlar, 1993; Brooks, 1994; Graham, Goldblatt & Delpy, 1995; Schaaf 1995; Helitzer, 1996; Pitts & Stotlar, 1996; Schlossberg, 1996; Shilbury, Quick & Westerbeek, 1998; Shank, 1999; Pope & Turco, 2001 Brooks (1994) (strategic sponsorship planning), Schaaf (1995) and Schlossberg (1996) do not really identify a structured sport marketing strategy, programme or mix. Stotlar (1993) supports the orthodox marketing mix but only Mullin et al (1993) extend the traditional marketing mix to specify a sport-related marketing mix. Shilbury et al (1998) is the only authors with a strategic sport marketing approach. Shank (1999) extends his approach to cover strategic marketing applications to sport marketing. Pope and Turco (2001) apply the traditional marketing mix to events and do not identify a sport marketing mix.
• the marketing of sports products, services and events to consumers of sport; and
• sport associations adapt a market orientation to remain commercially viable in an intensively competitive environment.
Van Heerden (1998) formulated three scenarios that contextualise sport marketing and indicate that sport marketing has a three-pronged focus.
• • (Mullin, 1993 ).
•
•
Research perspectives on each of the three constructs will be discussed in the following section of this paper.
THE THREE-CONSTRUCT APPROACH TO SPORT MARKETING of sport bodies and codes, their personalities, their events, their activities, their actions, their strategies and their image (marketing by African sport).
Based on the proposed definition the following constructs have been identified: An analysis of these constructs now follows:
Shank (1999) defines sport marketing as "the specific application of marketing principles and processes to sport products and to the marketing on non-sport products through association with sport". He also defines the sport marketing mix as involvement in promotional activities such as advertising, sponsorships, public relations, and personal selling and involvement in product and services strategies, pricing decisions, and distribution issues (Shank, 1999) .
A combination of the definition of sport marketing by Shank (1999) ; the three- The traditional marketing mix is seen to consist of four major elements "Ps": price, product, promotion (or marketing communication), and place (distribution) (Kotler, 1989; McCarthy & Perreault, 1990; Armstrong, 1993 and Stanton, Etzel & Walker, 1994 ). An elaboration of ridiculous new sets of Ps, such as the 5 Ps of insurance (Promotion, price, package development, professionals and personal selling) (Pillsbury 1989 ) and the 5 Ps of cellular telephones (product, place, price, promotion and predatory practices) (Stanton, 1988) 
Basis for Formulating a Sport-related Marketing Approach
After • a lack of differentiation between the two;
• defIning the two concepts incorrectly;
and/or
• a broadening of the view that publicity is too simplistic.
This issue need not be a defeating exercise.
This paper proposes to follow the middle course. Public relations and marketing are two different domains of organisational functions but very interdependent.
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The following sport-related marketing mix aspects should also be researched in future to fully cover the theoretical development of Scenarios 1 and 2:
• how and why African sport as a product/service and sport products are 
Other Aspects ofthe Sport-reloied Marketing Mix
Within a strategic approach a product 0r
service is a very strong bonding factor between the marketing mix elements. In To conclude the discussion on Scenarios I and 2 the following applications from basic marketing should be analysed and could form the basis of further research projects:
• the marketing of sport products such as running shoes could follow the traditional or a niche or lifestyle
• marketing approach; the marketing of sport personalities could follow the approach described by Kotler and Armstrong (1993) and Churchill and Peter (1995) 
